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o Very elusive
o Not for lack of measures

o Difficult to find metrics tying activities to
results

o The HOLY GRAIL = reliably predicting
financial outcomes

This is where MASB is comes in...
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Marketing can be relegated to a discretionary “cut-able” cost,
because of an inability to tie activities and costs to corporate
return in a predictable manner (i.e., an “investment”).

The market is unlikely to achieve consensus on its own.

There is need for an industry level “authority” to establish the
standards and to ensure relevancy over time.

As was true for manufacturing and product quality (with ANSI &
ISO) and for accounting and financial reporting (with FASB &
IASB), so it would be true for marketing and profitable growth
(with MASB).

THE
BOARDROOM PROJECT
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MASB

Establish marketing measurement and
accountability standards across industry and
domain for continuous improvement in
financial performance and for the guidance
and education of business decision makers
and users of performance and financial
Information.

And partnering with Finance is the surest way forward!
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MASB charter member organizations
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Charter members (agents and marketers)
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MASB will close out charter designation
w/4 more marketer members



http://www.kimberly-clark.com/
http://www.kimberly-clark.com/
http://www.conagrafoods.com/
http://www.conagrafoods.com/
http://www.thehersheycompany.com/
http://www.thehersheycompany.com/
http://www.gm.com/
http://www.gm.com/
http://www.fritolay.com/
http://www.fritolay.com/
http://www.millercoors.com/AgeVerification.aspx
http://www.millercoors.com/AgeVerification.aspx
http://www.smvgroup.com/#home
http://www.smvgroup.com/#home
http://www.nielsen.com/us/en.html
http://www.nielsen.com/us/en.html
http://www.foresightroi.com/
http://www.foresightroi.com/
http://www.blue-marble.com/
http://www.blue-marble.com/
http://www.corebrand.com/
http://www.corebrand.com/
http://www.gugelplex.tv/_index.php
http://www.gugelplex.tv/_index.php
http://www.winsper.com/
http://www.winsper.com/
http://brandfinance.com/
http://brandfinance.com/
http://www.mswresearch.com/
http://www.mswresearch.com/

MASB has contributed to significant business enhancement
efforts currently underway at MillerCoors.

ANALYTICAL ORGANIZATION
CAPABILITIES
RESOURCE ALLOCATION CROSS-FUNCTIONAL ACUMEN

METHODOLOGIES AND TOOLS
"ON THE FLY" RE-ALLOCATION

GOVERNANCE STRUCTURE
DECISION RIGHTS

METRICS

RESEARCH ON METRICS CRITERIA

SCORECARDING

O Mi"eI‘COOI’S AFTER-ACTION REVIEWS




Business enhancements

‘ More Effective Marketing/Better Returns

‘ Better Demand Forecasting

‘ New Product Planning

‘ Porttolio Strategy Insights

‘ Integrated Analysis and Reporting

MillerCoors®




More effective marketing returns

Holistic approach to marketing mix
Integration of media data into all commercial analyses

* Direct lift analysis
Quasi experimental designs
Tool sets and simulators
Alliance valuation and evaluation
Monitoring of key social listening sites
Cross-media attribution

MillerCoors®




Integrated analysis and reporting

* Consistent brand and sales evaluation methodologies
» Standardization of metrics

* Integration of consumer and commercial metrics

* Data warehousing

* Training and materials

@ MillerCoors-




Need to overcome “inertia” of history.

Portfolio strategy drives “eligibility” for
resources.

Most brands operate under “base case plus
over-lay” process.

Over-lay pool represents 20-25% of available
resources.

New/newer brands start at zero base.

Designated as the “Tournament of Ideas.”
O MillerCoors



AKA, “The Hunger Games”
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One organizational challenge...

How do we “financial-ize” the marketers...

BRAND ¢AMP by Tom Fishborne

IDEATION NATION LET'S SING KUMBAYA UNTIL THE IDEAS
CoME AND THEN WELL 60 BACK To
OUR DESKS AND (OME UP WITH 100
REASONS WHY THEY'LL NEVER EVER
WOoRK IN A MILLION YEARS

® 2009 SKYDECKCAL To o NS . COM
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One organizational challenge...

..and “marketing-ize” the finance folks?

O MillerCoors



It used to be that the folks on left made a lot
more than the guy on the right—still true?
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Emergenetics Profile

Conceptual
m Social
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B Analytical
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SO, WHO ARE WE?

Conceptual
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While great marketing is art, measurement
of the business impact and improving the
track record is mostly science but a bit of art
as well.

At MASB, we’re setting standards for
applying the science of measurement and
process management to the art of
marketing.
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Marketing Productivity, Effectiveness, & Accountability
Objectives of Marketing Standards

Academic Review: Role of Standards

C-Level Views on Marketing Accountability

Common Language in Marketing Dictionary
Marketing Metric Audit Protocol - MMAP

Practices Underlying Ideal Metrics

The Long-Term Impact of Advertising, What is Known
Measuring (Forecasting & Improving) Return from TV
Rationale & Proposed Principles for Brand Valuation
Brand Investment & Valuation (Empirical Model)
MMAP Metrics Catalogue

Over 50 Articles & Presentations

14 Two-Day Summits

O MillerCoors www.theMASB.org



